
International Journal of Environmental Sciences 
ISSN: 2229-7359 
Vol. 11 No. 8, 2025 
https://theaspd.com/index.php 

212 

From Sentiment to Strategy: Measuring the Impact of 
Customer Feedback on Firm Performance 
 
Darren Donovan1*, Linda Kusumaning Wedari2  
1Accounting Department, School of Accounting, Master of Accounting, Bina Nusantara University, 
Indonesia1 

2Accounting Department, School of Accounting, Bina Nusantara University, Indonesia2 

* Corresponding author: darren.donovan@binus.ac.id1*, linda.wedari@binus.edu2   
 
Abstract: In the digital era, customer feedback, particularly online reviews and social media engagement, has become 
increasingly important for firms. This study examines the influence of online reviews and social media engagement on 
a firm's performance. Online reviews from some applications on the App Store were extracted using the analytical 
website appfollow.io. Data on social media engagement are gathered from firms' official Instagram accounts. This 
study focuses on the Kompas100 Index from 2018 to 2022. The findings of the study reveal that online reviews 
negatively impact firm performance, while social media engagement has a positive effect on firm performance. This 
research may contribute to the body of knowledge on the importance of customer feedback in the digital era. The 
findings offer valuable insights for firms, providing guidance on how to leverage online positive reviews and social 
media engagement to enhance firm performance and gain a competitive advantage. 
Keywords: Customer Feedback, Online Reviews, Social Media Engagement, Firm Performance, Digitalization. 
 
INTRODUCTION 
The digital era has revolutionized the way businesses interact with their customers, particularly through 
online reviews and social media engagement (Belitski et al., 2022). Online reviews play a crucial role in 
shaping customer perceptions and purchase decisions. Research suggests that businesses are leveraging 
online platforms not only for customer interaction but also to enhance their overall online customer 
experience (Deshwal & Goyal, 2024). In this context, Customer interactions through smartphone apps 
are crucial in influencing attitudes and actions (Kumaraperumal et al., 2024), as these platforms facilitate 
direct communication and engagement, further influencing purchasing decisions. Customer reviews 
impact prospective consumers' decision-making by providing insightful information about the advantages 
and disadvantages of goods and services. These reviews also help build trust and credibility for the brand. 
Social media platforms offer a new avenue for brands to build relationships with their customers (Anum 
et al., 2023). Through effective social media marketing activities, firms can foster value co-creation 
behaviors by enhancing customer engagement and building trust-based relationships (Huyen et al., 2024). 
Engaging with customers through social media enables firms to build brand trust and strengthen 
consumer brand engagement by sharing relevant content, responding to queries, and gathering feedback 
in real time (Saikia & Bhattacharjee, 2024). Moreover, social media marketing influences various factors 
that enhance users’ brand awareness, helping firms improve customer satisfaction, increase brand 
exposure, and expand their audience reach (Nguyen et al., 2024).  
Social Influence Theory serves as the framework for understanding how customers' engagement with 
online platforms and their interactions with firms through social media may reflect their perceptions of 
products and services (Willis, 2019). Previous research has highlighted the importance of consumer 
sentiment on social media in shaping purchasing decisions, with influencer marketing playing a key role 
in enhancing brand engagement and consumer interaction (Le, 2024). However, since the majority of 
research focuses on customer involvement or mood as intermediaries, there has been little emphasis on 
analyzing the impact of online reviews on firm performance (Meire et al., 2019). 
This study aims to investigate the impact of online reviews and social media engagement on firm 
performance, focusing on firms from the KOMPAS100 Index that are listed on the Indonesia Stock 
Exchange (BEI) for the period 2018-2022. The KOMPAS100 Index consists of the 100 largest and most 
liquid public firms on the Indonesia Stock Exchange (IDX), representing around 70-80% of the total 
market capitalization. This makes the KOMPAS100 Index a representative sample of the Indonesian 
stock market. It covers various industry sectors, allowing for analysis of the impact of the research variables 
on firm performance across different sectors (Ichwanudin & Kambara, 2023). The selection of the 2018-
2022 period is highly relevant to the growth of the digital era, social media influence, and online reviews. 
According to Maulana (2020), the 2018-2022 period marks a rapid increase in social media usage and 
online reviews in Indonesia. This study uses the annual ratio of positive reviews for firms' applications as 
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a key metric for assessing firm performance. Meanwhile, social media engagement is assessed by 
comparing the total amount of posts and followers on each of the firms’ social media accounts, with an 
emphasis on Instagram as the selected measuring platform. The study intends to offer important insights 
into how social media participation and online reviews affect firm performance by examining these 
variables. 
In a separate study done by Sadalia et al. (2021), it was found that Instagram engagement and financial 
performance are positively correlated. However, a study conducted by Haris et al. (2023) found no 
connection between Instagram engagement and firm performance. This discrepancy may be the result of 
the research's wide-ranging industry sample. Social media platforms may not be adopted by some 
businesses because of their inherent characteristics. This study intends to add to the body of literature by 
examining how social media participation and online reviews affect firm performance. It also seeks to 
provide valuable insights into the dynamics of customer feedback in the digital age. 
 
1. METHOD 
1.1 Sample and Data 
This study uses secondary data from 100 firms listed on the Indonesia Stock Exchange (BEI) and the 
KOMPAS100 Index from the period 2018-2022. The KOMPAS100 index, a collaborative effort between 
Kompas Gramedia Group, a media firm in Indonesia, and the Indonesia Stock Exchange (BEI), serves as 
a metric to evaluate the stock price performance of 100 firms with substantial market capitalization, strong 
liquidity, and favorable financial fundamentals (IDX, 2021). Out of the initial 100 firms included in the 
study, those with missing data related to not having an application on the App Store and social media 
engagement on Socialblade were excluded. As a result, the final dataset consisted of 15 firms. These firms 
were selected due to their strong digital presence, consistent public reporting, and prominent industry 
positions. These characteristics ensure the availability of reliable data and make them particularly suitable 
for analyzing the impact of online reviews and social media engagement on firm performance. This sample 
is considered representative of firms actively engaged in digital transformation and provides a meaningful 
basis for generating insights relevant to broader business and industry contexts in Indonesia. The research 
incorporates information from the years 2018 to 2022, making the total dataset size 60. This period was 
chosen to capture a critical phase of digital transformation, particularly during the COVID-19 pandemic, 
which significantly accelerated firms’ reliance on digital platforms for customer interaction, 
communication, and marketing.  
Data for online reviews from firms' applications on the App Store were extracted using the analytical 
website appfollow.io, where each review is rated on a 1–5 scale: 1 means very dissatisfied, 2 dissatisfied, 3 
neutral, 4 satisfied, and 5 very satisfied, reflecting customer satisfaction levels through star ratings. Review 
scores were categorized using a dummy variable, with scores of 1 and 2 classified as negative (0) and scores 
of 3, 4, and 5 as positive (1). The annual positive review ratio was then measured by dividing the total 
positive reviews by the total reviews for each year. Online reviews are sourced from the App Store as they 
are considered more credible than Google Reviews or the Play Store. App Store users are verified, 
reducing the risk of fake reviews, and its strict curation standards ensure the quality of reviewed apps. 
(Andrina et al., 2022). Furthermore, according to Puspita (2024)Most iOS users in Indonesia belong to a 
premium, high-purchasing power segment, aligning with the target market of KOMPAS100 firms. 
Meanwhile, data on the firm’s social media engagement were collected manually from Socialblade. Linear 
Regression is employed to test the research hypotheses. The STATA application was used for the data 
analysis procedure, and the panel data method was used to acquire the data. STATA is used because it 
offers several analytical tools that facilitate reliable panel data processing, improving the validity and 
precision of the study findings (Hyun et al., 2022). The sampling technique used in this research is 
purposive sampling. The following criteria were applied for choosing the research sample: 
1. firms listed on the KOMPAS100 Index 
2. Publish financial statements as of December 31 for each year from 2018 to 2022 
3. Have an official Instagram account operating during the years 2018 to 2022. 
4. Note: If a firm has more than one official Instagram account, the most dominant Instagram account 
will be used. 
5. Have app reviews on the App Store active during the years 2018 to 2022.  
6. Note: If a firm has more than one application on the App Store, the application with the most reviews 
will be used. 
7. Have complete data related to the variables used 
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2.1 Variables 
Firm performance serves as the dependent variable and is measured using ROA and ROE. Online Review 
and Social Media Engagement are the independent variables, with online review being measured as the 
ratio of positive reviews per year, and social media engagement being measured by dividing the total 
number of Instagram followers by the total posts within a specific year. 
Additionally, the control variables that may affect the performance of the firm are firm growth, firm 
liquidity, and firm size. Firm growth is measured by the percentage change in net revenue from the prior 
year to the current year; the current ratio, which is measured by dividing the current assets of the firm by 
its current liabilities for a specific year, indicates the firm’s liquidity; and firm size is measured by total 
operating revenue. 
 
Table 1 Variable Measurements 

Variable Description 

FP Firm performance is measured by Return on Asset (ROA) and 
Return on Equity (ROE). By dividing the firm's net profit by its 
total assets for a specific year, ROA is measured. ROE is measured 
by dividing the net profit of the firm by the total equity in a 
specific year. 

OR Online Review is measured as the ratio of positive reviews per 
year. 

SME Social Media Engagement is measured by the total number of 
Instagram followers and the total number of posts made over a 
specific year.  

FG Firm growth is measured by the percentage change in the firm’s 
net revenue from the previous year to the current year. 

FL Firm liquidity is measured by the current ratio, which is 
calculated by dividing the current assets of the firm by its current 
liabilities for a specific year. 

FS Firm size is measured by total operating revenue. 

 
3.3 Model 
The model below is utilized to test the hypotheses:  
FP(ROA)it = β0 + β1ORit + β2SMEit + β3FG it + β4FL it + β5FS it + ε 
FP(ROE)it = β0 + β1ORit + β2SMEit + β3FG it + β4FL it + β5FS it + ε 
Where FPit is firm performance i in year t; ORit is online review of firm i in year t. SMEit is social media 
engagement of firm i in year t; FGit firm growth, FLit firm liquidity, FSit is firm size. Firm growth, firm 
liquidity, and firm size serve as control variables for firm i in year; β0, β1, β2, β3, β4, and β5 represent 
parameters to be estimated, with ε as the error term. 
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Figure 1 Research Model 
 
2. FINDINGS AND DISCUSSIONS 
Table 2 presents the descriptive statistics; ROA values range from -14.79 to 28.47, with an average of 5.42 
and a standard deviation of 8.09, indicating significant variation in asset utilization efficiency among 
firms in the KOMPAS100 index. The lowest ROA value (-14.79) reflects substantial losses for some firms, 
while the highest (28.47) demonstrates excellent performance. The average ROA of 5.42 suggests that 
most firms were able to generate reasonable profits from their assets during the 2018-2022 period. ROE 
values, on the other hand, range from -1.50 to 2.38, with an average of 0.10 and a standard deviation of 
0.39, indicating variability in firms’ ability to generate returns from shareholders' equity. The negative 
ROE values point to losses for some firms, while the highest value (2.38) shows that a few firms generated 
solid returns. The average ROE of 0.10 suggests that overall, firms in the KOMPAS100 had relatively low 
profitability from equity during the study period. 
The online review variable was measured using app reviews from the App Store for firms listed in 
KOMPAS100 during 2018-2022. Review scores, ranging from 1 to 5, were averaged annually. The 
descriptive statistics show a minimum score of 0.08 and a maximum of 0.89, with an average of 0.41 and 
a standard deviation of 0.21, reflecting moderate variability in user satisfaction. These results indicate 
generally low app review ratings for KOMPAS100 firms, with no firm achieving perfect user satisfaction. 
The social media engagement (SME) variable was derived from Instagram data, measured by dividing the 
number of followers by the total number of posts and then applying a log transformation. The average 
SME score was 4.71 out of a possible maximum of 10, indicating moderate engagement with Instagram 
followers. This suggests the need for firms to improve their social media strategies to boost interaction 
and engagement with their audience. 
This study includes three control variables: firm growth, firm liquidity, and firm size. Firm growth is 
measured by the change in net income from the previous year, with an average of 0.07 across 60 
observations. The optimal range for firm growth is typically between 0.1 and 0.2, indicating that 
KOMPAS100 firms have room to improve revenue growth to achieve this healthy level. Firm liquidity, 
measured by the current ratio, ranges from 0.34 to 47.66, with an average of 13.54 and a standard 
deviation of 14.32, reflecting significant differences in liquidity among firms. The optimal current ratio 
is typically between 1.5 and 3, suggesting that some firms may have excess current assets, while others 
need to improve their liquidity to achieve a more balanced level. Firm size is measured by the logarithm 
of total operating revenue to normalize data distribution. The firm size values range from 9.03 to 11.23, 
with an average of 10.33 and a standard deviation of 0.58, indicating that most firms in the KOMPAS100 
index operate on a large scale, with relatively similar sizes. These control variables offer insights into 
factors affecting firm performance, highlighting stagnant revenue growth, significant liquidity variations, 
and comparable firm sizes during the 2018-2022 period. 
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Table 2: Descriptive Statistics 
Variable Obs Min Max Mean Std.Dev 

FP(ROA) 60 (14.79) 28.47 5.42 8.09 

FP(ROE) 60 (1.50) 2.38 0.10 0.39 

OR 60 0.08 0.89 0.41 0.21 

SME 60 2.53 6.94 4.71 0.99 

FG 60 (16.03) 28.55 0.07 4.57 

FL 60 0.34 47.66 13.54 14.32 

FS 60 9.03 11.23 10.33 0.58 
 
Table 3 presents linear regression t-test results. The significance value for the online review variable (OR) 
in the ROA model is greater than α (0.05), at 0.650, indicating that H1a is not accepted, and online 
reviews do not significantly affect Return on Assets (ROA). The significance value for the online review 
variable (OR) in the ROE model is equal to α (0.05), at 0.055, indicating that H1b is accepted, showing 
that online reviews have a weak, significantly negative effect on Return on Equity (ROE), with a coefficient 
of -1.155. Meanwhile, the significance value for the social media engagement variable (SME) in the ROA 
model is smaller than α (0.05), at 0.175, showing that H2a is not accepted, meaning that social media 
engagement does not have a significant effect on ROA. The significance value for social media 
engagement (SME) in the ROE model is 0.010, which is smaller than α (0.05), indicating that H2b is 
accepted, showing that social media engagement has a significantly positive effect on ROE, with a 
coefficient of 0.447. 
 
Table 3 Linear Regression (t-test) 
 

 ROA ROE 
Variable Coef. Sig t Coef. Sig t 

OR (2.298) 0.650 (1.155) 0.055 

SME 2.050 0.175 0.447 0.010 

FG 0.348 0.122 0.279 0.334 

FL (0.215) 0.006 (0.007) 0.394 

FS (0.029) 0.991 (0.018) 0.520 

For the control variables, firm growth, with significance values of 0.122 and 0.334, does not significantly 
affect either ROA or ROE. Firm liquidity, with a significance value of 0.0064, shows a significant effect 
on ROA. However, for ROE, firm liquidity has a significance value of 0.394, indicating that this variable 
does not have a significant effect on ROE. Firm size has significance values of 0.991 for ROA and 0.520 
for ROE, indicating that firm size does not have a significant effect on either ROA or ROE. In conclusion, 
based on data from firms listed in KOMPAS100 during 2018-2022, online reviews (OR) have a weak, 
significantly negative effect on ROE but no significant effect on ROA, while social media engagement 
(SME) has a positive, significant effect on ROE but no significant effect on ROA. Firm growth and firm 
size do not significantly affect firm performance, while firm liquidity only significantly affects ROA. 
The results of this study are conflicting when it comes to how online reviews affect firm performance. 
The first hypothesis (H1a), which posited that online reviews significantly affect performance, was 
rejected. The data, derived from KOMPAS100 firms between 2018 and 2022, aligns with previous 
studies. Farki & Baihaqi (2016), They discovered no connection between consumer trust or purchase 
intention and internet reviews or ratings. Although Social Influence Theory suggests that online reviews 
shape consumer perceptions and decisions (Mapanje, 2024). The lack of significant influence on ROA in 
this study may be due to factors such as the quality of reviews or how firms manage and respond to them. 
Moreover, online reviews may have a stronger impact on non-financial metrics, such as brand reputation 
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or customer loyalty, which are not directly reflected in short-term financial performance like ROA. 
(Traore, 2024). 
Conversely, the second hypothesis (H1b), suggesting that online reviews negatively impact performance, 
was accepted for the ROE model, with a significance level of 0.055. This supports previous research (Bo 
et al., 2023; Park et al., 2023; Shin et al., 2021) Showing the negative impact of online reviews on 
performance. Descriptive statistics revealed that negative reviews were more dominant, highlighting the 
need for firms to improve app quality and user interaction to enhance their reputation. Social Influence 
Theory explains that negative reviews tend to have a stronger effect on consumer behavior, as individuals 
are more responsive to negative information. (Macheka et al., 2023). This can lead to reduced sales and 
lower firm performance, as potential consumers may be deterred by negative feedback. (Book & Tanford, 
2019; Shen & Liu, 2018). Over time, the prevalence of negative reviews can harm a firm’s growth, reduce 
customer loyalty, and negatively impact financial outcomes. (Olson & Ro, 2020). 
This study provides mixed findings on the impact of social media engagement on firm performance. The 
first hypothesis (H2a), which suggested a significant positive effect of social media engagement on ROA, 
was rejected. With a coefficient of 2.050 and a significance level of 0.175, social media engagement 
showed no significant effect on ROA for KOMPAS100 firms (2018-2022). This may be due to the time 
it takes for social media efforts to impact financial performance, or the dominance of other factors such 
as operational management, business strategy, and market conditions (Kasanah et al., 2022). Additionally, 
social media engagement may not accurately reflect the quality of interaction, leading to a limited 
measurable impact on financial outcomes. (Kwamboka, 2024). Despite the expectations of Social 
Influence Theory, which suggests that social media should influence consumer behavior (Krisprimandoyo 
et al., 2024)The disconnect between social media interactions and short-term financial metrics like ROA 
might explain the lack of significant impact. 
On the other hand, the second hypothesis (H2b) was accepted, showing a positive relationship between 
social media engagement and ROE, with a coefficient of 0.447 and significance of 0.010. This aligns with 
prior research (Bai & Yan, 2020; Moreno et al., 2020) Social media positively influences performance, 
especially by enhancing investor interest and shareholder equity. According to Social Influence Theory, 
active social media engagement through likes, comments, and shares strengthens brand visibility, trust, 
and consumer loyalty, which can translate into higher investor confidence and equity growth. (Chahine 
& Malhotra, 2018). Engaging content shared widely can attract new customers and increase brand 
awareness, while fostering trust and loyalty through consistent interaction contributes to improved firm 
performance overall. (Gavino et al., 2019; Ismail, 2017). 
These findings are interpreted in the context of the studies reviewed earlier. (Kyriakidis & Tsafarakis, 
2024; Rane et al., 2023), which emphasizes the importance of online reviews and social media engagement 
in shaping firm performance. While some results align with prior evidence, others contradict it, 
highlighting contextual factors such as review quality, negative sentiment frequency, situating the current 
study within the broader literature, and clarifying consistencies and discrepancies with previous research. 
3.1 Additional Analysis 
To enhance the accuracy and relevance of this study's findings, additional analysis was conducted by 
splitting the dataset into two periods: 2018-2019 (pre-COVID-19) and 2020-2022 (during COVID-19). 
This approach aimed to identify whether there were significant differences in the impact of online reviews 
and social media engagement on firm performance before and after the pandemic. The analysis used an 
Independent Sample T-Test, a statistical method for comparing the means of two unrelated groups to 
determine if there is a statistically significant difference between them. This test is commonly applied to 
assess whether a certain condition, such as a pre- and post-event scenario, significantly affects the 
measured variables, with results determined by p-values and t-values (Pšenák, 2024). 
Methodologically, while the use of a t-test to compare two periods (before and after COVID) can increase 
the risk of Type I error if conducted repeatedly, this approach remains relevant as it only involves two 
groups. The significance level is adjusted by setting a threshold of 𝛼 = 0.05 and ensuring that the t-test is 
conducted once for each variable without repeated testing, thereby minimizing the risk of multiple testing. 
(Dinulhaq & Rudianto, 2023; Kim, 2015; Mishra et al., 2019). Therefore, ANOVA is not necessary, as 
the t-test is more appropriate and efficient for this comparison. 
 
Table 4: Independent Sample T-Test 

Variable Period Average T Probability 
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ROA Pre-COVID-19 
(2018-2019) 

6.77 0.8470 0.4005 

During COVID-19 
(2020-2022) 

4.83 

ROE Pre-COVID-19 
(2018-2019) 

0.09 -0.1317 0.8957 

During COVID-19 
(2020-2022) 

0.11 

OR Pre-COVID-19 
(2018-2019) 

0.32 -2.3962 0.0198 

During COVID-19 
(2020-2022) 

0.45 

SME Pre-COVID-19 
(2018-2019) 

4.53 -0.9200 0.3614 

During COVID-19 
(2020-2022) 

4.78 

FG Pre-COVID-19 
(2018-2019) 

-0.75 -0.9159 0.3635 

During COVID-19 
(2020-2022) 

0.42 

FL Pre-COVID-19 
(2018-2019) 

11.36 -0.7702 0.4443 

During COVID-19 
(2020-2022) 

14.47 

FS Pre-COVID-19 
(2018-2019) 

10.27 0.0881 0.9301 

During COVID-19 
(2020-2022) 

10.26 

 
Table 4 shows that ROA showed no significant difference between the pre-COVID (2018-2019) and 
during COVID (2020-2022) periods, with a probability of 0.4005, although the pre-COVID ROA was 
higher. Similarly, ROE showed no significant difference (p = 0.8957), but the average ROE was higher 
during the COVID period, indicating its greater relevance at that time. Online reviews, however, showed 
a significant difference (p = 0.0198), with higher average reviews during the COVID period, suggesting 
they were more relevant during the pandemic. Social media engagement did not show a significant 
difference (p = 0.3614), although it was higher during COVID. Firm growth and firm liquidity also 
showed no significant differences, despite higher averages during COVID, while firm size showed no 
significant difference (p = 0.9301), with a higher pre-COVID average, indicating its greater relevance 
before the pandemic. 
 
8. CONCLUSION 
This study seeks to investigate the influence of online reviews and social media engagement on firm 
performance, as measured by Return on Assets (ROA) and Return on Equity (ROE), for firms listed on 
the KOMPAS100 Index of the Indonesia Stock Exchange (IDX) during the 2018-2022 period. The sample 
consists of 15 firms, with a total of 60 data points. Based on the analysis conducted using STATA 15 
software, the following conclusions were drawn: Online reviews significantly impact firm performance 
negatively, as dissatisfied customers are more likely to leave negative feedback, while satisfied ones often 
refrain from posting reviews. This imbalance can create a poor perception of the product, harming the 
firm’s performance. However, like how big data can help businesses predict customer behavior and adjust 
their strategies, firms can use review data to mitigate these negative effects by actively responding to 
reviews and addressing customer concerns. While online reviews do not have a significant impact on 
ROA, indicating that they do not directly affect the firm’s profitability in relation to its assets, they do 
significantly influence ROE. This suggests that online reviews may not impact asset utilization or 
operational efficiency but can heavily affect shareholder perceptions and equity performance. Negative 
reviews can discourage investors and potentially lead to a decline in stock value, thereby impacting ROE, 
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which reflects equity performance more directly. An independent sample t-test revealed a significant 
difference (p = 0.0198), with higher average reviews during the COVID-19 period, suggesting that online 
reviews were particularly relevant during the pandemic. To these challenges, firms may benefit from 
actively responding to negative reviews, addressing complaints, and encouraging satisfied customers to 
leave positive feedback as part of a strategic response. 
Social Media Engagement has a significant positive effect on firm performance. Social media allows firms 
to interact directly with consumers, increase brand awareness, and build loyal communities. By being 
active on social platforms, firms can share information about new products or services, run promotions, 
and receive quick feedback from customers. Moreover, the integration of information technology 
strategies supports firms in enhancing business processes and customer interactions, much like how 
artificial intelligence adoption enhances firm capabilities. Active social media interactions strengthen a 
firm’s image and improve customer relationships. Additionally, firms that are responsive on social media 
tend to gain higher trust and loyalty from their customers. An active social media presence also enables 
firms to stay attuned to market trends and respond swiftly to changing consumer preferences. Therefore, 
a well-executed social media engagement strategy can help improve firm performance. This study has 
several limitations. It focuses solely on the impact of online reviews and social media engagement on firm 
performance (ROA and ROE); it excludes other potentially significant factors, such as market conditions, 
corporate governance, and research and development activities. With an R² of 0.21, 79% of performance 
variance is due to factors outside the study’s variables. The sample is limited to KOMPAS100 firms from 
2018 to 2022, focusing on large, liquid firms. This concentration may limit the generalization of findings 
to smaller or less publicly traded firms, reducing the overall generalizability to different sectors. 
Additionally, not all sample firms had official apps on the App Store, limiting the analysis of online 
reviews. Future research should consider expanding the sample beyond KOMPAS100 firms to include 
other indexes, like LQ45, and small or medium-sized enterprises (SMEs). Studies could also explore firms 
in other countries to account for differing market conditions and consumer behaviors. This would 
provide broader insights into how online reviews and social media engagement influence firm 
performance in diverse contexts, as well as opening opportunities for further research. 
 
NOTE 
This paper is drawn from first author thesis at Bina Nusantara University. 
 
AUTHOR CONTRIBUTIONS 
Conceptualization: Darren Donovan, Linda Kusumaning Wedari. 
Data Curation: Darren Donovan. 
Formal Analysis: Darren Donovan. 
Investigation: Darren Donovan. 
Methodology: Darren Donovan. 
Supervision: Linda Kusumaning Wedari. 
Writing – original draft: Darren Donovan. 
Writing – review & editing: Linda Kusumaning Wedari. 
 
DATA AVAILABILITY STATEMENT 
The majority of data presented within this research was sourced from the Osiris database from Bureau 
van Dijk under the following link: https://login.bvdinfo.com/R1/OsirisNeo  
Due to an agreement with Osiris, the research data is accessible only through subscription, which restricts 
its public availability. Additionally, this research utilizes financial data from the Indonesia Stock Exchange 
(IDX)’s database, which can be accessed publicly through the following link: 
https://www.idx.co.id/id/perusahaan-tercatat/laporan-keuangan-dan-tahunan  
 
REFERENCES 
1. Aghaei, I., & Sekandari, E. (2024). Clicks to comfort: the magic of social media marketing in the hotel service industry. 
International Journal of Internet Marketing and Advertising, 21(3/4), 331–355. https://doi.org/10.1504/IJIMA.2024.142796 
2. Agung Ayu Puty Andrina, A., Jordan Kurniadi, C., Hendrika Kenang, I., & FCW Sutrisno, T. (2022). The role of technology 
acceptance model factors on purchase intention in e-commerce. BISMA (Bisnis Dan Manajemen), 14(2), 160–176. 
https://doi.org/10.26740/bisma.v14n2.p160-176 
3. Anum, I., Khan, M., & Azmat, S. Z. (2023). Brand Credibility: Navigating the Pathway to Customer Satisfaction and Loyalty. 
Pakistan Journal of Humanities and Social Sciences, 11(4). https://doi.org/10.52131/pjhss.2023.1104.0659 

https://login.bvdinfo.com/R1/OsirisNeo
https://www.idx.co.id/id/perusahaan-tercatat/laporan-keuangan-dan-tahunan


International Journal of Environmental Sciences 
ISSN: 2229-7359 
Vol. 11 No. 8, 2025 
https://theaspd.com/index.php 

220 

4. Bai, L., & Yan, X. (2020). Impact Of Firm-generated Content On Firm Performance And Consumer Engagement: Evidence 
From Social Media In China. Journal of Electronic Commerce Research, 21, 56. 
5. Belitski, M., Guenther, C., Kritikos, A. S., & Thurik, R. (2022). Economic effects of the COVID-19 pandemic on 
entrepreneurship and small businesses. Small Business Economics, 58(2), 593–609. https://doi.org/10.1007/s11187-021-
00544-y 
6. Bo, L., Chen, Y., & Yang, X. (2023). The Impact of Contradictory Online Reviews on Consumer Online Purchase Decision: 
Experimental Evidence From China. SAGE Open, 13(2). https://doi.org/10.1177/21582440231180107 
7. Book, L. A., & Tanford, S. (2019). Measuring social influence from online traveler reviews. Journal of Hospitality and 
Tourism Insights, 3(1), 54–72. https://doi.org/10.1108/JHTI-06-2019-0080 
8. Book, L. A., Tanford, S., & Chen, Y.-S. (2016). Understanding the Impact of Negative and Positive Traveler Reviews. Journal 
of Travel Research, 55(8), 993–1007. https://doi.org/10.1177/0047287515606810 
9. Chahine, S., & Malhotra, N. K. (2018). Impact of social media strategies on stock price: the case of Twitter. European Journal 
of Marketing, 52(7/8), 1526–1549. https://doi.org/10.1108/EJM-10-2017-0718 
10. Chen, T., Samaranayake, P., Cen, X., Qi, M., & Lan, Y.-C. (2022). The Impact of Online Reviews on Consumers’ Purchasing 
Decisions: Evidence From an Eye-Tracking Study. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.865702 
11. de Oliveira Santini, F., Ladeira, W. J., Pinto, D. C., Herter, M. M., Sampaio, C. H., & Babin, B. J. (2020). Customer 
engagement in social media: a framework and meta-analysis. Journal of the Academy of Marketing Science, 48(6), 1211–1228. 
https://doi.org/10.1007/s11747-020-00731-5 
12. Deshwal, P., & Goyal, M. (2024). Online customer experience: a review based on theories. International Journal of Internet 
Marketing and Advertising, 21(1/2), 84–117. https://doi.org/10.1504/IJIMA.2024.10065810 
13. Deutsch, M. & G. H. B. (1955). A study of normative and informational social influences upon individual judgment. The 
Journal of Abnormal and Social Psychology, 51(3) 629-636. 
14. Dinulhaq, R., & Rudianto, D. (2023). Company Financial Performance Before and During the COVID-19 Period in the 
Pharmaceutical Sub-Sector. International Journal of Entrepreneurship and Business  Management, 2(1), 34–42. 
https://doi.org/10.54099/ijebm.v2i1.573 
15. Farki, A., & Baihaqi, I. (2016). Pengaruh Online Customer Review dan Rating Terhadap Kepercayaan dan Minat Pembelian 
pada Online Marketplace di Indonesia. Jurnal Teknik ITS, 5(2). https://doi.org/10.12962/j23373539.v5i2.19671 
16. Garrido-Moreno, A., García-Morales, V., King, S., & Lockett, N. (2020). Social Media use and value creation in the digital 
landscape: a dynamic-capabilities perspective. Journal of Service Management, 31(3), 313–343. https://doi.org/10.1108/JOSM-
09-2018-0286 
17. Gavino, M. C., Williams, D. E., Jacobson, D., & Smith, I. (2019). Latino entrepreneurs and social media adoption: personal 
and business social network platforms. Management Research Review, 42(4), 469–494. https://doi.org/10.1108/MRR-02-2018-
0095 
18. Hadiyati, E., Mulyono, S., & Gunadi. (2024). Digital marketing is a determinant variable for improving business 
performance. Innovative Marketing, 20(3), 28–41. https://doi.org/10.21511/im.20(3).2024.03 
19. Haning Puspita, A. S., Sutrima, S., Setiyowati, R., & Wibowo, S. (2024). Stability Analysis Of Cellular Operating System 
Market Share In Indonesia With The Competitive Lotka-Volterra Model. BAREKENG: Jurnal Ilmu Matematika Dan Terapan, 
18(1), 0333–0340. https://doi.org/10.30598/barekengvol18iss1pp0333-0340 
20. Haris, S. R. P., Raditya, M. R., & Wedari, L. K. (2023). Does Environmental Disclosure and Instagram Engagement affect 
Firm Performance? The Moderating Role of the Board’s Gender Diversity. E3S Web of Conferences, 388. 
https://doi.org/10.1051/e3sconf/202338803008 
21. Huyen, N. T., Ngoc, N. M., & Thao, C. A. (2024). The effect of social media marketing activities dimensions on value co-
creation behavior: An application of the commitment-trust theory. Innovative Marketing, 20(3), 56–69. 
https://doi.org/10.21511/im.20(3).2024.05 
22. Hyun, S. H., Rogers, J. G., House, S. C., Sorkness, C. A., & Pfund, C. (2022). Revalidation of the Mentoring Competency 
Assessment to evaluate skills of research mentors: The MCA-21. Journal of Clinical and Translational Science, 6(1), e46. 
https://doi.org/10.1017/cts.2022.381 
23. IDX. (2021). IDX stock index handbook V1.2. Available: Https://Www.Idx.Co.Id/Media/9816/Idx-Stockindex- Handbook-
V12-_-Januari-2021.Pdf. 
24. Ismail, A. R. (2017). The influence of perceived social media marketing activities on brand loyalty. Asia Pacific Journal of 
Marketing and Logistics, 29(1), 129–144. https://doi.org/10.1108/APJML-10-2015-0154 
25. Kasanah, R., Abidillah, A. F., & Rusgianto, S. (2022). Assessing the internal factors affecting the bank's profitability in 
Indonesia: Case of dual banking system. Jurnal Ekonomi & Keuangan Islam, 167–181. 
https://doi.org/10.20885/JEKI.vol8.iss2.art2 
26. Kim, T. K. (2015). T-test as a parametric statistic. Korean Journal of Anesthesiology, 68(6), 540. 
https://doi.org/10.4097/kjae.2015.68.6.540 
27. Krisprimandoyo, D. A., Sufa, S. A., Wardani, D. T., & Widiyanto, S. (2024). Exploring the Relationship between Social 
Media Engagement, Customer Reviews, and Brand Perceptions: A Comprehensive Study in the Retail Industry. International 
Journal of Business, Law, and Education, 5(2), 1584–1591. https://doi.org/10.56442/ijble.v5i2.597 
28. Kumaraperumal, S., S., D. V., & Ahmed, A. (2024). Factors Affecting Mobile Coupon Acceptance through Smartphone 
App. International Journal of Business Information Systems, 1(1), 1. https://doi.org/10.1504/IJBIS.2022.10049737 
29. Kwamboka, J. (2024). Role Of Social Media in Stakeholder Engagement in Universities in Kenya. International Journal of 
Social Science and Humanities Research (IJSSHR) ISSN 2959-7056 (o); 2959-7048 (p), 2(1), 247–262. 
https://doi.org/10.61108/ijsshr.v2i1.86 
30. Kwon, W., Lee, M., Back, K.-J., & Lee, K. Y. (2021). Assessing restaurant review helpfulness through big data: dual-process 
and social influence theory. Journal of Hospitality and Tourism Technology, 12(2), 177–195. https://doi.org/10.1108/JHTT-
04-2020-0077 
31. Kyriakidis, A., & Tsafarakis, S. (2024). Extracting knowledge from customer reviews: an integrated framework for digital 
platform analytics. International Transactions in Operational Research, 32(4), 2061–2086. https://doi.org/10.1111/itor.13537 



International Journal of Environmental Sciences 
ISSN: 2229-7359 
Vol. 11 No. 8, 2025 
https://theaspd.com/index.php 

221 

32. Le, M. T. H. (2024). How does influencer marketing build up the engagement between the brand and its followers? 
International Journal of Internet Marketing and Advertising, 21(1/2), 3–25. https://doi.org/10.1504/IJIMA.2024.140447 
33. Li, J. (Justin), Kim, W. G., & Choi, H. M. (2021). Effectiveness of social media marketing on enhancing performance: 
Evidence from a casual-dining restaurant setting. Tourism Economics, 27(1), 3–22. 
https://doi.org/10.1177/1354816619867807 
34. Macheka, T., Quaye, E. S., & Ligaraba, N. (2023). The effect of online customer reviews and celebrity endorsement on young 
female consumers’ purchase intentions. Young Consumers. https://doi.org/10.1108/YC-05-2023-1749 
35. Mapanje, E. (2024). Impact of Social Media Usage on Consumer Decision-Making in E-Commerce Platforms in Malawi. 
International Journal of Marketing Strategies, 6(2), 1–12. https://doi.org/10.47672/ijms.2071 
36. Maulana, I., Manulang, J. M. br., & Salsabila, O. (2020). Pengaruh Social Media Influencer Terhadap Perilaku Konsumtif 
di Era Ekonomi Digital. Majalah Ilmiah Bijak, 17(1), 28–34. https://doi.org/10.31334/bijak.v17i1.823 
37. Meire, M., Hewett, K., Ballings, M., Kumar, V., & Van den Poel, D. (2019). The Role of Marketer-Generated Content in 
Customer Engagement Marketing. Journal of Marketing, 83(6), 21–42. https://doi.org/10.1177/0022242919873903 
38. Mishra, P., Singh, U., Pandey, C., Mishra, P., & Pandey, G. (2019). Application of Student’s t-test, analysis of variance, and 
covariance. Annals of Cardiac Anaesthesia, 22(4), 407. https://doi.org/10.4103/aca.ACA_94_19 
39. Nguyen, C., Tran, T., & Nguyen, T. (2024). Factors affecting users’ brand awareness through social media marketing on 
TikTok. Innovative Marketing, 20(1), 122–131. https://doi.org/10.21511/im.20(1).2024.11 
40. Nitin Liladhar Rane, Anand Achari, & Saurabh P. Choudhary. (2023). Enhancing Customer Loyalty Through Quality of 
Service: Effective Strategies to Improve Customer Satisfaction, Experience, Relationship, and Engagement. International 
Research Journal of Modernization in Engineering Technology and Science. https://doi.org/10.56726/IRJMETS38104 
41. Nur, E. D. P. (2021). The Impact of Social Media on Firm Value: A Case Study of Oil and Gas Firms in Indonesia. Journal 
of Asian Finance, Economics and Business, 8(3), 0987–0996. https://doi.org/10.13106/jafeb.2021.vol8.no3.0987 
42. Olson, E. D., & Ro, H. (2020). Company Response to Negative Online Reviews: The Effects of Procedural Justice, 
Interactional Justice, and Social Presence. Cornell Hospitality Quarterly, 61(3), 312–331. 
https://doi.org/10.1177/1938965519892902 
43. Park, J., Li, X., Li, Q., & Kim, J. (2023). Impact on recommendation performance of online review helpfulness and 
consistency. Data Technologies and Applications, 57(2), 199–221. https://doi.org/10.1108/DTA-04-2022-0172 
44. Pšenák, P. (2024). Dance of Data in Pedagogical Research. R&E-SOURCE, 207–214. 
https://doi.org/10.53349/resource.2024.is1.a1256 
45. Sadalia, I., Nur Ilham, R., Sinurat Sekolah Tinggi Ilmu Ekonomi Bina Karya Tebing Tinggi, M., Saputra, J., & Eka Putri 
Sekolah Tinggi Ilmu Ekonomi Sultan Agung, D. (n.d.). Does Social media affect the Banking industry's Financial Performance 
in Indonesia? 
46. Saikia, W., & Bhattacharjee, A. (2024). Estimating consumer brand engagement with brand equity via brand trust for organic 
retail products on social media. International Journal of Internet Marketing and Advertising, 21(1/2), 118–148. 
https://doi.org/10.1504/IJIMA.2024.140460 
47. Saraswati, A. R., & Giantari, I. G. A. K. (2022). Brand image mediation of product quality and electronic word of mouth 
on purchase decision. International Research Journal of Management, IT and Social Sciences, 9(1), 97–109. 
https://doi.org/10.21744/irjmis.v9n1.2012 
48. Shen, W., & Liu, Y. (2018). Is Negative Feedback Better than No Feedback? The Impact of Social Dynamics on Reviewers’ 
Review Decisions. https://doi.org/10.24251/HICSS.2018.229 
49. Sheng, J. (2019). Being Active in Online Communications: Firm Responsiveness and Customer Engagement Behaviour. 
Journal of Interactive Marketing, 46, 40–51. https://doi.org/10.1016/j.intmar.2018.11.004 
50. Shin, E., Chung, T., & Damhorst, M. L. (2021). Are negative and positive reviews regarding apparel fit influential? Journal 
of Fashion Marketing and Management: An International Journal, 25(1), 63–79. https://doi.org/10.1108/JFMM-02-2020-0027 
51. Sparks, B. A., & Browning, V. (2011). The impact of online reviews on hotel booking intentions and perception of trust. 
Tourism Management, 32(6), 1310–1323. https://doi.org/10.1016/j.tourman.2010.12.011 
52. Tehranian, K., Khorsand, M.-S., Sasani, F., Zarei, M., Golshan Arani, G., & Ghasemi Banabari, H. (2023). Unveiling the 
Impact of Social Media Usage on Firm Performance: The Mediating Influence of Organizational Agility and Innovation 
Capability. TEHNIČKI GLASNIK, 18. https://doi.org/10.31803/tg-20230918233848 
53. Traore, N. (2024). Impact of Online Reviews on Brand Reputation and Customer Purchase Behaviors in the Online Retail 
Market. International Journal of Innovative Research in Multidisciplinary Education, 03(03). 
https://doi.org/10.58806/ijirme.2024.v3i3n17 
54. Vásquez-Reyes, B. J., & Cordova-Buiza, F. (2024). Inbound Social Media Marketing and Increased Sales in SMEs: a 
Correlational Study in the Pet Food Industry. Innovative Marketing, 20(3), 132–143. 
https://doi.org/10.21511/im.20(3).2024.11 
55. Wawan Ichwanudin, & Roni Kambara. (2023). Testing The Indonesian Stock Market Arbitrage Pricing Model. Jurnal 
Manajemen, 27(1), 86–102. https://doi.org/10.24912/jm.v27i1.950 
56. Willis, M. (2019). The Dynamics of Social Media Marketing Content and Customer Retention (pp. 1–21). 
https://doi.org/10.4018/978-1-5225-7344-9.ch001 
57. Zhao, C., & Zhang, Y. (2021). Impacts of uncertain online reviews on pricing and profits of competitive retailers. Kybernetes, 
50(2), 309–332. https://doi.org/10.1108/K-05-2019-0308 
58. Zhigang, W., & Haoming, Z. (2020). Consumer Response to Perceived Hypocrisy in Corporate Social Responsibility 
Activities. SAGE Open, 10(2), 215824402092287. https://doi.org/10.1177/2158244020922876 
 


